The tendency of consumers in shopping for furniture is very different from shopping for other goods or services, because furniture is expected to be stored and used in a long time. Considering that, consumers tend to want to shop directly to offline stores in order to see, feel and check quality directly because of many aspects assessed such as the quality of materials, models, colors and more. Behind the trend to shop furniture offline, IKEA continues innovating to improve the performance of its website so that consumers can shop online. 
Introduction
With the increasing number of Internet users, creating a more economical, efficient, and effective virtual market for online businesses that provide both buyers and sellers a good advantage. That's what underlies consumers and producers to make transactions via an online shop, including IKEA Indonesia. IKEA is a retail company that sells furniture and home decor from Sweden. In 2014, IKEA first opened its branch in Indonesia that located in Alam Sutera area, Tangerang, Indonesia. To cover wider area in Indonesia, IKEA besides providing offline store in Tangerang also provides an online store that can be accessed on www.ikea.com/id, as seen on Figure 1 is the display page of IKEA Indonesia Website. The tendency of consumers in shopping for furniture is very different from shopping for other goods or services, because furniture is expected to be stored and used in a long time. Considering that, consumers tend to want to shop directly to offline stores in order to see, feel and check quality directly because of many aspects that are assessed such as the quality of materials, models, colors and more. Another consideration is that consumers do not have to worry about being burdened with expensive postage because some furniture can be carried by themselves using private cars. Compared with competitors who are equally engaged in the furniture and home decor business, IKEA continues to innovate and expand its wings in online sales compared to offline where competitors are more targeted offline market than online. As claimed by IKEA, the advantage of buying IKEA product that different from other furniture stores, IKEA ventured to sell online by utilizing some uniqueness that is only owned by IKEA, for example is all furniture and home decor sold by IKEA wrapped with "flat packs" which means the goods are not in a state already assembled but requires assembly if it arrives at the destination. With this flat packs, IKEA consumers do not have to worry if the goods shipped through the expedition will be exposed to volume due to its expedition-friendly packaging.
Even IKEA Indonesia develops IKEA online point innovation spread across various cities in Indonesia with the intention of making it easy for IKEA customers to shop online, so IKEA becomes closer and easier to access. There are five easy steps to shop for IKEA products online at IKEA Online Point: First, customers choose IKEA products through the official website to search, compare and select products using online kiosk. After that, the customer simply enters the desired product into the shopping cart and proceed to the payment page. Payment can be made via bank transfer or by credit card. Within 24 hours, IKEA will contact the customer for arrangement of delivery schedule. After the order confirmation is made, IKEA will deliver the order product to the given address. Delivery areas include Jakarta, Bogor, Depok, Tangerang, Bekasi, Bandung, Surabaya, and Semarang. 
Literature Review
According to Broekhuizhen (2009) there are six online purchasing variables: Service Quality, Merchandise Quality, Price Attractiveness, Perceived Risk, Time and Effort Saving and Enjoyment
• Service Quality The elements that apply to online service quality according to Broekhuizen are personal interaction (friendliness, helpfulness, assurance, responsive of employee), service policies (return handling and warranties), tangible, reliability, and problem solving.
• Merchandise Quality It is the quality of the merchandise as a perception of the overall quality of the merchandise perceptions and the variety of goods provided by online and offline retailers. The quality of the merchandise consists of quantity, quality and alternative composition.
• Price Attractiveness Price is one of the keys to consumers when choosing a retailer. Monetary price is defined as the customer's perception of the price offered by online and offline retailers, made by comparing the observed price with the internal reference price.
• Perceived Risk Risk perception is an uncertainty that consumers face when they cannot predict the future consequences of purchasing decisions. In online trading transactions there are four possible risks: product risk, transaction risk, psychological risk, and time risk. Product risk refers to the uncertainty that the product to be purchased will be as expected. While transaction risk is the uncertainty that will adversely affect consumers in the transaction process. Psychological risks are fears that may occur during purchase or after purchase. While the risk of time is the inappropriateness that will occur at the time of payment, packaging or delivery of goods.
• Time and effort savings The cost of time and effort refers to the customer's perception of the time or effort required to shop through online or offline channels. Comfort and time show that consumers generally view time and effort as a cost.
• Enjoyment Enjoyment is a pleasure to capture the intrinsic value that comes from shopping experience such as visual appeal, fun, passion and surprise.
While according to Zeithaml and Maholtra (2005) there are eleven variables that drive a person to shop online includes Reliability, Responsiveness, Access, Flexibility, Ease of Navigation, Efficiency, Assurance Test, Security / Privacy, Price Knowledge, Site Aesthetics, and Customization.
• Reliability Reliability is one of the important factors that has the most effect on online shopping. Reliability is closely related to risk because it is a measure of customer perception about whether or not traders can be relied upon to fulfill their promises
• Responsiveness Is an action to help consumers and provide services with responsiveness. This responsiveness can mean the response or alertness in helping the customer and providing fast service.
• Access It is to provide service in the same hour or time with the customer and the communication channel is easy to contact.
• Flexibility Flexibility is able to adjust to customer demand and supply (criteria related to the process of a good).
• Ease of navigation Ease of navigation that is in the site has a function that allows users to find services in terms of what is needed, have a good search engine, and facilitate service users to maneuver and back and forth from each page of the site.
• Efficiency The ease of the site to be used, structured proportionately, and requires only a little information to be used by service users.
• Assurance / Trust Assurance / trust is the knowledge, ability, and courtesy of the seller to cultivate the trust of consumers and consumers can entrust everything to the seller in the transaction.
• Security / Privacy Zeithaml (2005) security and privacy is a buyer safe feeling from all risk hazards and hesitations in transacting with the seller. These aspects include financial security (security safety) and confidentiality (confidentiality).
• Price knowledge It is how capable the service user can know the postage, the total price and the comparison price during the process.
• Site aesthetics Associate with site view.
• Customization It is how much and how easily the site can be modified according to the users' wishes, histories, and how to shop Ease of Navigation, Price Knowledge, Site Aesthetics, and Customization that will be the variable in this study. These variables will be investigated to determine which variables are the driving factors of purchasing furniture online by IKEA Indonesia consumers on the IKEA Indonesia website. Reliability, Assurance / Trust and Responsiveness Variables are incorporated into Service Quality variables which according to the theory proposed by Broekhuizen (2009) that the three variables can be combined.
Method
The technique used in this research is nonprobability sampling technique with incidental sampling type, that is sample determination method based on chance, any member of the population who met the researcher and willing to be the respondent can be sampled, if viewed by the person who happened to meet it is suitable as data source. (Sugiyono, 2012: 85) . There is no minimum sample size received in the factor analysis. The larger the sample size, factor analysis becomes more accurate. Preferably the sample size should be 100 or more. Factor analysis can't be done if the sample size is less than 50. (Simamora, 2005: 108) . Due to the limitations and difficulties of researchers in obtaining the number of consumers IKEA Indonesia that experience shopping online at IKEA Indonesia Website and is not known for sure, then to save time, effort, and cost then the data collection is done by using Broekhuizen (2009) (Riduwan & Kuncoro, 2007: 40) . From the Bernoulii's formula has been calculated then the minimum sample that can be used is 97. In the analysis of factors required a sample of more than 100 respondents, funds in this study the author took as many as 120 respondents and known minimal loading factor of 120 samples is 0.50.
This data analysis uses Principal Component Analysis (PCA), a factor analysis method that extracts factors by using total variance in the analysis (Simamora, 2005: 109) . This method produces factors that have the least specific variance and error variance. If there are several factors produced, the first factor produced is the factor that has the largest common variance, as well as the smallest specificity and error variance.
Result and Discussion
Factor analysis is employed to identify influencing factors that affect online purchase behavior of IKEA product through website developed by the company so that new factor or component can be found. After several step of factor analysis done, factor rotation is the step to maximize the loading value of each item in order to facilitate the determination factor. There are several steps as mentioned earlier to employed factor analysis, there are KMO and Barlett's Test that shows an MSA score is greater than 0.5, it indicates that a set of variable factors can be further processed using factor analysis. This study produced Barlett's Test of Sphericity (shown with the number of Chi Square) of 7842.076 with significant 0,000 which means there is a correlation between variables.
The contribution of each item to its component needs to be maximized through the rotation technique.
The rotation used to maximize the contribution of each item to the component is the Varimax rotation method. This method is a method that maximizes the number of loading variants on each component without changing the value of its communality. The results of the rotation can be seen in the table 1 as follow: The results of the analysis shown on Table 2 that there are eight factors extracted or formed from factor analysis process. The eight factors are Enjoyment, Perceived Risk, Efficiency, Service & Merchandise Quality, Ease of Navigation, Price Attractiveness, Flexibility and Reliability. Component labelling is done by judgment that refers to the theory. Due to its subjective nature, the results can be different if the interpretation is done by others.
• Enjoyment Factor In the era of technology as it is today, humans increasingly cannot away from gadgets. Ease of information systems and supported by the speed of the internet, making someone addicted surfing in cyberspace including shopping online. Dependence on these gadgets can affect a person's lifestyle by getting excited when everything can be done with his gadget including when shopping online. It also shows that shopping online at IKEA's website provides enjoyment. Through some interviews to IKEA's consumers, it happened because IKEA furniture sold on the website with a full view of the interior so that consumers can imagine if they buy IKEA's furniture or home decor will generate the atmosphere of the room.
• Perceived Risk Factor When shopping online, consumers experience uncertainty because consumers can't predict the future consequences of purchasing decisions that consumers take. Through an official website that is developed and managed by the company, a sense of trust will be higher than shopping online through online shop account in Instagram or other social media, because there is a reliable party that purchased goods will be delivered so as to reduce the risk of fraud. This also indicated that IKEA has convince their customer trust. • Efficiency Factor Efficiency variables shows that IKEA's website availability of information and ease of transactions is in factors that can influence IKEA's consumer to shop online. If we take a look on IKEA's website, they even provide the assembly size so we can measure if its product fits with the room space. They also provide color availability, price, similar product and etc. IKEA's consumers also can pay trough debit or credit card with some options of several month installment. This factor is called efficiency because according to Ranganathan and Ganaphaty (2010) , efficiency is the ease and speed of accessing and using a site that saves time in online shopping, items representing these factors indicate the ease of doing the transaction.
• Service & Merchandise Quality Factor This factor is called merchandise quality because the items representing this factor indicate the effect of product quality and product diversity. IKEA targets that everyone is a consumer, taking into account that IKEA has a strategy by providing a wide range of quality and price products that can be reached in each segment. IKEA also provides a variety of products, for example the sofa is provided in a variety of shapes, colors, materials and more tailored to the price and quality.
• Ease of Navigation Factor This factor is called access because the items representing this factor indicate the effect of ease of ordering on the IKEA website. According to several interviews with IKEA consumers conducted in this study, IKEA website is classified as user friendly because consumers can easily access various information and make transactions even though it is the first time to shop online. IKEA's website is also supported with clear font sizes and types.
• Price Attractiveness Factor In this factor, the seller needs to consider in providing a competitive product price, the items representing this factor indicate the influence of the attractiveness of the offered price. This is because on the website IKEA, if the consumer opens one of the products then at the bottom or right side of the website will appear a feature "similar product" that will make consumers have many options with more similar products with different price options in accordance with consumer's available budget. This makes it easier for consumers to be able to choose the product with the price closest to the budget owned by consumers
• Flexibility Factor These factors indicate that consumer will purchase something online if there is a choice or options available to purchase, to pay and to delivery in accordance with the consumer's preferable.
• Reliability Factor Reliability or reliability factors indicate that IKEA must demonstrate the ability of the company or online shop to provide the appropriate services promised accurately and reliably.
Conclusion
There are 8 driving factors of consumer to purchase furniture online on IKEA Indonesia's website: Enjoyment, Perceived Risk, Efficiency, Service & Merchandise Quality, Ease of Navigation, Price Attractiveness, Flexibility and Reliability. By knowing what factors can affect consumers in doing online shopping for furniture, companies in this case IKEA Indonesia can optimize the use of its website in accordance with influential factors.
